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(IBM Corporation 2004)
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Service Encounter)
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A1719% 2.1 wdas SWOT analysis 1aamaTulaglulawssnusazilsziny (Venkatraman & Delpachitra, 2008)

Biometrics

Single-node cost

(includes hardware) Strengths

Weaknesses

Opportunities

Threats

Face recognition

Fingerprint

Palm scanning/

hand geometry

Iris/retina scanning

Thermal image

Voice print

Signature recognition

Low Easy; fast; one of the least
expensive methods

Low Inexpensive, very secure,
unigueness, ease of capture

Moderate Tiny storage requirement; intuitive
operation

High Extremely difficult to fool

Extremely high Extremely difficult to fool

Low Inexpensive; good for remote
access
Low Inexpensive

Subject to spoofing attempts; awkward

lighting in the image can affect
authentication
Latent prints, cuts and dirt can mar

image

Slow, less accurate than finger

scanning

Intrusive and inconvenient

Requires expensive infrared cameras

Slow; can be affected by physical

condition or emotional state

Can be affected by physical condition

or emotional state

General

Law enforcement corporate
databases; long standing

reputation

Manufacturing/shop floors

Nuclear facilities, medical services,

correctional institutions

Sites requiring ultra high security

Remote banking, remote database

access

Industrial

Reliability (changes in lighting and
photo angles affect the reliability of
data)

Validity of matching accuracy
(masking the finger to avoid the

match; ability to force a false match)

Confidentiality (hijacking of contour
data that are simple could affect
privacy)

Ability to presenting a photo of the
target’s iris. (lack of liveliness
testing), printing iris pattern on

contact lenses

User acceptance (involves infrared
imaging that could be seen intrusive)
Reliability (vulnerable to replay
attacks)

Data accuracy and reliability

(variable trait data; vulnerable to

replay attacks)

Ll



2.3 NFNUNIUITIUNTTH

A15T19R 2.2 @ﬁ;ﬂﬂ’]ﬁ’]‘]_li’]’)u’)ﬁﬂmﬁll

No. Studies Research Purpose Factors
1. | Davis (1989) naAnnsfuFtadssland, nsfuitsanudtelunisldan wasnmsseniumatulagansauna Perceived Usefulness
(Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information Technology) Perceived Ease of Use
Self reported system usage
2. | Davis et al. (1989) nsAnEInstaNiumalulat e masinan LT HUREULULANA®Y 2 WULAD TRA WAL TAM Intention to use
(User Acceptance of Computer Technology: A comparison of two theoretical models) Attitude
Subjective norms
Perceived Usefulness
Perceived Ease of Use
3. | Curran and Meuter (2005) miﬁﬂmmmﬂufumm‘llu‘ﬂaﬁﬁ‘ﬁmiu?msﬁqL@ﬂuqiﬁ@ﬁmms InannaFauiey 3 malulad loun Perceived usefulness
ATMs, bank by phone, online banking Perceived ease of use
(Self-service technology adoption: comparing three technologies) Need for interaction
Risk
Intention to use
Attitude toward
4. | Ramayah and Jantan nsAnsnseaniumalulad luiAuaRdiuyana Perceived usefulness

(2004)

(Technology Acceptance: An individual perspective current and future research in Malaysia)

Perceived ease of use
Attitude Toward
Intention to use
Actual use

External variables

cl



A137197 2.2 (5in)

No. Studies Research Purpose Factors
5. | Alasnmal w3nsena (2550) | Nsdainansnlsvaza1a199nNs8eaNiy e-Learning NItAN®A: UNANEMszALLF YT imnanenae Perceived usefulness
NN Perceived ease of use
(A Longitudinal Investigation of e-Learning Adoption: Case Study in Bangkok University Attitude
Undergraduate Students) Intention to use
External variables
Usage
6. | @9m1 tanLies (2550) nsAnE M stenLmAtLlaTIeqLAT AL mp3 lananlulszmnealne Perceived usefulness
(TAM on iPod in Thailand) Perceived ease of use
Attitude Toward
Behavioral Intention
Actual use
7. | Luetal (2003) nngAnNIsEaNsLmAlulafidwmasiunlians Technology Complexity

(TAM for wireless internet)

Individual Differences
Long-term usefulness
Near-term usefulness
Ease of use

Intention To Accept
Facilitating Conditions
Social Influences
Attitude to use

Wireless Trust Environment

el



A137197 2.2 (5in)

No. Studies Research Purpose Factors
8. | Lassar et al. (2005) nsAnmARduiusaesidlnamaluladuazpuidneuzsianizyaraiunisldasulaiBanking Consumer innovativeness
(The relationship between consumer innovativeness, personal characteristics, and online banking Technology self-efficacy and experience
adoption) Type of web/internet use
Demographic characteristics
9. | Parveen and Sulaiman nsAnsnseeniumalulafdumefiunlfanalulssmaniads Perceived usefulness
(2008) (Technology Complexity, Personal Innovativeness And Intention To Use Wireless Internet Using Perceived ease of use
Mobile Devices In Malaysia) Intention To Accept
Technology Complexity
Personal Innovativess
10. | Rosen (2004) m?ﬁﬂmmﬂmmmmuﬂﬂﬂﬁ'mu%LLm’Lﬂﬁ%mLwﬂ‘[u‘ﬂamummfaﬁu malulag PIT

(The Effect of Personal Innovativeness in the domain of Information Technology on the acceptance

and use of technology: A Working Paper)

Behavioral Intention

Use Behavior

Performance and Effort Expectancy
Social Influence

Facilitating Conditions

11.

Kishore et al. (2001)

naAnEunumaasyraanaulauarinddamaulaguazlss@ninnlunisaeniumalulad
(The role of Personal Innovativeness and Self-Efficacy in Information technology acceptance: An

extension of TAM with notions of Risk)

Personal Innovativeness in IT
Perceived usefulness
Perceived ease of use
Behavioral Intent

Usage Behavior

Task Performance

Computer Self —Efficacy

vl



A137197 2.2 (5in)

No. Studies Research Purpose Factors
12. | Lee et al. (2006) N3ANEIUNUMTRINIaNUINATulag lun1saB LN ENANILTN LR image interactivity Hedonic shopping orientation
(The role of the technology acceptance model in explaining effects of image interactivity technology Utilitarian shopping orientation
on consumer responses) Level of IIT
Perceived usefulness
Perceived ease of use
Perceived enjoyment
Attitude toward
Behavioral Intention
13. | Venkatraman and nsAnens M malulaglulawssnluduaiulaeniaaedsunans Information security models
Delpachitra (2008) (Biometrics in banking security: a case study)
14. | Pikkarainen et al. (2004) Anwnisuaniumatulag online banking 284ngugnAswIANgULsEINA Finland anngusiaatiig Perceived usefulness
a4 wenanniladeiuguannnies TAM Aa PU uaz PEOU uén daiitladuiiianudndiyuacdana Perceived ease of use
Aanuaulawaznstansumatulad online banking 1w nsfuifsmanunaananlunislduinig Perceived enjoyment
ﬂ?mmmﬂﬁmﬂﬂﬁ’nmilﬁmﬁ“uu?ms AntaenduwazAmiludausalunislduinig aninaes Amount of information
Msliexsiadumesium Security and privacy
(Consumer acceptance of online banking: An extension of the technology acceptance model) Quality of Internet connection
Usage
15. | Eriksson et al. (2004) AN seansumaluladidumesiun banking lutlssmanalniily Perceived usefulness

(Customer acceptance of internet banking in Estonia)

Ease of use
Trust

Usage

Gl



A137197 2.2 (5in)

No. Studies Research Purpose Factors
16. | McKechnie et al.(2006) nsdnEnstaniumalulatlunisliidnisdrdanasula] Perceived usefulness
(Applying the technology acceptance model to the online retailing of financial services) Perceived ease of use
Attitude toward using
Extent to use
Consumer Demographics
Product Category Involvement
Experience with Technology
17. | Wang et al. (2003) m?ﬁﬂmmwﬁuﬁuﬁrﬂmLL&imﬁ@@“ﬂﬁ%dqmmwuﬁifamwam"umm‘Eu‘Eﬂi%uLw@iﬁmBanking SN Perceived usefulness
swnansuhilslutlssmalfusulagldinendade Ae n1eiuitesslanilésy uazmsiugienans Perceived ease of use
dnelunisldau mLﬂuﬁuﬂm Lm:l,ﬁuﬁﬁﬂmﬁuiﬁqﬂmmhL%ﬂﬁmmqmmiuiﬂﬁ uPaE09189ANL Perceived Credibility
daandauazanuilugiusa Behavioral Intention
(Determinants of user acceptance of Internet banking: an empirical study) Computer Self -Efficacy
18. | Agarwal and Prasad miﬁm«r’miﬂuLLuﬁmﬂJmﬁ@%ﬂqﬂm%u%Lm:‘l,ﬂﬁ”%mﬂl‘uiaﬁ Relative advantage
(1998) (A Conceptual and Operational Definition of Personal Innovativeness in the Domain of Information Ease of use
Technology) Compatibility
Computer playfulness
Intention to use
Personal Innovativess
19. | Agarwal and Prasad m?ﬁﬂmwmm@mﬂmﬁ'mﬂ@Lmﬂﬂﬁ%mma‘[u‘i@iLL@zmﬁuiﬁqmﬂmﬁﬂﬂfﬂumiﬂ@ﬁu Innovation characteristics

(1997)

walulad
(The Role of Innovation Characteristics and Perceived Voluntariness in the Acceptance of

Information Technologies)

Perceived Voluntariness
Current and Future use

Intentions

9l



A137197 2.2 (5in)

No. Studies Research Purpose Factors
20. | Amin (2007) ANT3LAIZR mobile credit card 3411wl mobile-based technologies ﬁﬁqﬁ‘ﬁﬂumﬂﬁmmﬁ‘ﬁﬁﬁﬂﬁ Perceived usefulness
muhﬂwqLﬁuﬁmmﬂﬁmmﬂ:mﬂﬁ"ﬂqﬂﬁ'] ?ﬁ'aQ"’ﬁﬂﬁwmiﬁﬂmﬁaﬁﬁﬂﬁm:wuﬁi'amwmﬂﬂums Perceived ease of use
14911 mobile credit card °ﬂ'rNQﬂﬁwmﬁmmﬂuﬂi:mﬁmm e Perceived credibility
(An analysis of mobile credit card usage intentions) The amount of information
Usage intentions
21. | Huetal. (1999) nngAnINIsEaNsUmAlLTaE InsnTngsu Perceived usefulness
(Examining the Technology Acceptance Model Using Physician Acceptance of Telemedicine Perceived ease of use
Technology) Attitude
Intention to use
22. | Seyal and Rahman (2007) nnaRnmntladunteuenisavanasiantsldaume fun Perceived Usefulness
(The influence of external variables on the executives’ use of the internet) Perceived Ease of Use
Usage
Computer Self-Efficacy
Personality-Risk-taking
Personality-Autonomy
Computer Attitude
23. | Bigne'-Alcaniz et al. m?ﬁm:m%w%wm@ﬁ@s&a@@umﬁ%@ﬂﬁqLmzmﬂﬁfaﬂ?"u%um@ﬁum%@ﬂﬁa Usefulness
(2008) (Influence of online shopping information dependency and innovativeness on internet shopping Ease of Use
adoption) Attitude
Innovativeness

Online Information Dependency

Future shopping intention

Ll
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2.4.1 NTUWNINIZANaUdInANgsd (Diffusion of Innovations: DI)
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5) nnsdunmla (Observe  Ability) N84 SEAUTRIHAT ATUAINNNTN
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2.4.2 YOEININITINAaeeNa (Theory of Reasoned Action: TRA)

nouNIINsERsaLENa 1ag Aizen and Fishbein (1980) NA1909N19NIEN

I o

% 1 o a dl o = a v n:lld 1 dnil/
ﬂ’JEIL'VIEIN@’J'TLJﬁﬁ@@Z[ﬂﬁ@ui@m@tﬂﬁ‘xm’]ﬂﬁ“ﬂiﬂﬂitm’w\lﬂ[ﬂﬂﬁ‘ﬁ‘ll ATNTBHANHDE] NO BB

a ! - @ v 1%y Aa & A A a
@ﬁUqEQWNHEﬂLﬂuHNLV@N@LL@giﬁjsﬂ@N@WN@%ﬂﬂq\?Lﬂuﬁ‘g‘]_lu LATATWANTTUINRANENA[T
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NaznsvingAnssnzesyanaatiudannuanlnagaiunisnszin saudsiiiuiadaves

- - - Y o . o R
AAUIINNGANTINUTE AN laaznsvvintszneusay dadaifeaiuiiAuAR (Attitude
Factors) @A A NAIANSIlUUAA NS Lmz@mﬁwmmﬁwﬁﬁmw% tla]eLAsniy
UWan 1w (Normative Beliefs) uwaziladaiiinainuseqelalidifimnu  (Motivation to
Comply)

1 A a o e

nanNdAaNnANTINNIedIANaRINYEe (Social Behavior) 1ﬂ15gﬂﬂizﬁﬂmﬂ

[ %

anvngelanaeanduildnyae (Unconscious Motivate) 1TamaNa1ARAITNARATDI LAY

v o

a

yaraazsindulanazdanvise ldanlungAnssunisUfifetnlaatnamils (Aizen, 1975)

nwi 2.7 Theory of Reasoned Action (Ajzen & Fishbein, 1980)

Beliefs and User
evaluations *  Attitude
Behavioral Actual
T Intention » Behavior
Mormative .| Subjective
beliefs | MNorm




23

2.4.3 wuuanaeaniseansumalulad (Technology Acceptance Model: TAM)

wuuanaadnistaniumalulat 1as Fred D. Davis  (1989) T9WmW1IA1N
LULA1889 TRA (Theory of Reasoned Action) Imsisivannmgaudn n1efuinetlszlamin
16150 (Perceived Usefulness: PU) waz nnsfuineaanudnalunisldenu (Perceived Ease of
Use: PEOU) Wlutladaidanasanisdaruasarasssuuvizamalulag Inadlanuiia 2 {ads
1454l (Davis, 1989)

1. nefudtadscTaminlasu (Perceived Usefulness: PU) A 52AUAYNITS
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2. nsfuineanndtalunisldern (Perceived Ease of Use: PEOU) Ag szl
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deflavnanaflunssndnlimaluladiduiaansuaasnanald (Miller et al., 2008) fasiumil
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1%
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2K A | o o 1 dll ¥ =
Aeilpduld s luanuduiusinansassndnannudaiasianun lunisld wananniidad
fladannauanidenansenusenisiuiialsyleminlifunaznisfuineannudralunisld
IUANFIE (Davis et al., 1989)

o A 1 a ¥ = .

3. firuARNANasannAnssunIeldinalulat (Attitude Toward: A) AITNMNAE
Tuyune9299 Davis (1989) NN fladanldfunansenuainnisiuinalselaain sy
wazni1siuineannndrelunisldanu inldgaauinazldmalulativisessuuiu Lu et al.
(2003) HeuA9n Attitude 133 Twmsusisianun Tuanied Fishbein and Ajzen (1975) 1%

o 1 o a o = a dl a QI
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Tuanyuuilena auadinaaiudeyamiudiudaaesynnatiuize s

Q a
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[m)

©

% a
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v 1
yva a [ o

walulatludiu nnsaasiumalulatiilulfTaelsaannilym doudldninaawuiu
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(Miller et al., 2008)

A9M1 1aALEBY (2550) AN®ILULANA89N138aN5 A lulaT19LATeaLAY

o

wwasAasa iPod Tudszmealne InanasuddalunisAinmagldn nefuitedsslamin sy
a9l iPod uaznisfuitivanudnalunisldanu iPod iuiladamdannazdenaiiuansa
o a vy a 3 . o o/ QII ! a Y a -QII
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Yo dl = dl ¥ él 1 ] v a F% . a nal é’ ¥
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9 | aAa a ! c a [ = 1 dl
w91 TAM azianswasianianeinsniuazasunanisaaniumalulagesneg
o ¥ ] v ] ;:ll a (=3 6 ¥ A
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walulatinianizianzag AOURIRENAE°] Y11 (111 Davis & Venkatesh, 1996; Venkatesh
& Davis, 2000) len19nuRdssasan TAM Tugninwwadannuansreiveanty ieiunig
NgAUneLlsr@nEnnaagLLLA a8 Ananeeuddantn TAM undseyndldiiawmuinis
aanFuwmalulatludluusazgnaiunssy (1w Chau, 1996; Igbaria et al., 1997; Agarwal

and Prasad, 1998; Hu et al., 1999; Jiang et al., 2000; Chau and Hu, 2001; Horton et al.,

2001)
A7 2.8 Technology Acceptance Model (Davis et al., 1989)
Perceived
/ Usefulness m
External Attitudes »  Intention " Actual
Variables Towards Use To Use Usage

Perceived /

Ease of Use
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4. wpurnazlfaumaluladl (Behavioral Intention) Wlun1sdAANNEL A8
qmm@%qﬁﬁmzjwqﬁmm (Fishbein & Ajzen, 1975) Ilaz Davis et al. (1989) 1a391lAAUNAL
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1998; Sathye, 1999; Hamlet & Strube, 2000; Tan & Teo, 2000; Polatoglu & Ekin, 2001;
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V= X o \ a A o ~ Ve L6y a
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seAuazaNia lunsinudanssuan ldaesusarynaa daldannaauanlanazaany

1Y
ad

AN UAUAN VN AnunuAuA lvdnde warsrazinanlunisldauduanlud Parveen



26

v
N4 o A

and Sulaiman (2005) 1aaniladsiinnldlianuldasiiasandadndnyaratiuilacnaulaly
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Agarwal and Prasad (1998)
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